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Penelitian ini bertujuan untuk menguji dan menganalisis 
pengaruh hedonic motivation, prior online purchase experience, time 
saving orientation, price saving orientation terhadap convenience 
motivation dan actual behavior pada konsumen Go-food di Surabaya.  
Penelitian ini merupakan penelitian kausal menggunakan 
metode survei. Teknik pengambilan sampel yang digunakan adalah 
nonprobability sampling dengan metode purposive sampling. Sampel 
yang digunakan sebesar 150 responden. Sampel dalam penelitian ini 
adalah konsumen Go-Food Surabaya yang berbelanja menggunakan 
Go-Food selama 1 bulan terakhir. Teknik analisis yang digunakan 
adalah SEM dengan program LISREL. 
Hasil analisis ini menunjukkan bahwa hedonic motivation, prior 
online purchase experience, time saving orientation, dan price saving 
orientation memiliki pengaruh positif signifikan terhadap convenience 
motivation dan convenience motivation memiliki pengaruh positif 
signifikan terhadap Actual behavior pada pada konsumen Go-Food di 
Surabaya. 
 
Kata Kunci: Hedonic Motivation, Prio Online Purchase Experience, 
Time Savin Orientation, Price Saving Orientation 











This study aims to examine and analyze the influence of hedonic 
motivation, prior online purchase experience, time saving orientation, 
price saving orientation towards convenience motivation and actual 
behavior  on Go-food consumers in Surabaya. 
This research is a causal research using survey method. 
Sampling technique used is nonprobability sampling with purposive 
sampling method. The sample used is 150 respondents. The sample in 
this research is consumer of Go-Food Surabaya who shop using Go-
Food during last 1 month. The analysis technique used is SEM with 
LISREL program. 
The results of this analysis indicate that hedonic motivation, 
prior online purchase experience, time saving orientation, and price 
saving orientation have a significant positive effect on convenience 
motivation and convenience motivation have a significant positive 
effect on actual behavior on Go-Food consumers in Surabaya. 
 
Keywords: Hedonic Motivation, Prio Online Purchase Experience, 
Time Savin Orientation, Price Saving Orientation 
Convenience Motivation, Actual Behavior  
 
 
